
Background
• Under-resourced urban communities in the US commonly lack access to 

healthy foods largely due to a food system that favors the provision of 
calorie-dense processed foods to main food sources1-3

• These same communities experience disproportionate rates of obesity 
and diet-related chronic disease,4 making the need for a feasible, 
culturally-appropriate, and sustainable solution urgent 

• BUD is a multi-level multi-component systems intervention leveraging 
technology to affordably move fresh foods from local suppliers to 
corner stores (Figure 1) in food-scarce neighborhoods of Baltimore, MD

Objectives

Methods
• Iterative formative research to inform the front-end design of the BUD 

app began in 20165 and is ongoing 
• A basic prototype of the BUD app derived from wireframe mockup 

images (Figure 2) was designed via Adobe Photoshop, Illustrator, XD
• One supplier (a local 400 sq. ft. hydroponic farm) was recruited and 

enrolled to produce kale and mustard greens (15 heads/week/store 
each) (Figure 3) to be sold to corner stores (n=2) using a subsidy 
($100/month/store) via in-app purchasing and delivery features

• Point-of-purchase marketing materials (shelf-talkers, recipe cards, 
display cases) (Figure 4) were designed to increase consumer 
awareness and demand for the promoted items

• Psychosocial outcomes and sales data will be evaluated pre- and post-
intervention at the supplier- and retailer-levels using semi-structured 
impact questionnaires

• Quantitative analyses will assess number of promoted items ordered, 
stocked, and sold biweekly, and daily app usage

Results
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1. To develop a basic working version of the BUD mobile application
2. To design point-of-purchase marketing materials aimed at targeting 

consumers
3. To enroll one local supplier to grow, sell, and deliver fresh produce 

to corner stores (n=2) over a two-month period
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Conclusion
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• BUD uniquely intervenes at multiple levels of the local food system, 
with strong stakeholder buy-in at the supplier and retailer levels

• Increasing consumer awareness through point-of-purchase marketing 
strategies may improve healthy food purchasing and consumption, and 
subsequently, diet and diet-related health outcomes

• The findings from the planned pilot test will inform a randomized 
controlled trial set to begin in Fall 2021, with eventual scale-up to 
other cities nationwide

• A basic working version of the BUD app with desired features for use by 
suppliers and corner store owners was developed

• Point-of-purchase marketing materials were designed and refined, and a 
website was created for consumers to post and share recipes using the 
promoted healthy items available in stores

• One supplier and two corner store owners were recruited, enrolled, and 
interviewed prior to participating in a two-month pilot test of the BUD 
app

• This pilot test will focus on identifying key challenges and strengths of 
the app at the suppler- and retailer-levels, and will assess user metrics

Figure 2. Sample Wireframe Mockups of the BUD app

Figure 3. Greens Produced by Hydroponic Farm Supplier

Figure 4. Point-of-Purchase Marketing Materials and Packaging

Figure 1. Corner Store in Baltimore, MD


